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United Nations
Intergovernmental Panel
on Climate Change:

Report, February 2007 -—’ ‘-j.-'_--‘

— Human activities linked to
global warming

— Global warming trend
“unequivocal”

— Very likely (90%
probability) that global
Increases due to
greenhouse gases
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Climate Change, Public Attitude

e Public acknowledgement
— Global warming is real
— Action is required

« 85% of respondents agree that

SPECIAL REPORT GLOBAL WARMING

. : BE
global warming probably is WORRIED.
happening. BE

» Most respondents say they WORRIED

want some action taken. (Tive/ BEEte
ABC News/ Stanford April 2006) ﬁﬁ“ﬂ?ﬂuﬂﬁmﬁﬁhﬂuu
HOW CHINA & INDIA CAN HELP

THE CLIMATE CRUSADERS
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States Addressing Climate Change

¥ . States with Climate
e ‘ Action Plans
8 .
o gm < .
° , - o . States with Carbon Caps
00<% ”o

and Climate Action Plans




The ashington Post

March 4, 2007

The New Eco-Capitalism



http://www.washingtonpost.com/wp-dyn/content/print/outlook/index.html

Total Residential Electricity Consumption for 1980, 2005 and 2015

(Projected)
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Note on 1980s data: In 1980, EIA grouped lighting into the appliances category. Lighting has since been broken out separately, as
reflected in the data for 2005 and 2015. (Source: EIA’s Building and Energy in the 1980’s, June 1995; Sanchez et al,1998 )

Note on 2005 and 2015 data source: EIA’s Annual Energy Outlook 2005



Opportunities for ENERGY STAR

ENERGY STAR

Efficacy (Im/W)
White LED (0.1W) 150
H.P. Sodium (360W) 132
Metal Halide (35W) 90
Fluorescent (37W) 20
CFL (4W) 45
Halogen (85W) 20
Incandescent (38W) 13

Source: Nichia Corporation, Strategies in Light Conference Presentation, 2007



Time Is up?

ENERGY STAR
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ENERGY STAR Brand Update

 More than 50 product categories

e Over 21,000 retall storefronts in the US and Puerto
Rico

 Almost 40 state, 500 utilities, and many other energy
efficiency program sponsors promoting ENERGY STAR

 To date, American consumers have purchased more
than 2 billion ENERGY STAR qualified products

e In 2006, 300 million ENERGY STAR qualified products
were purchased



ENERGY STAR International
Relationships
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Australia
e« Canada
e China*
* EU By Rt ol
. Japan i ol
* New Zealand

e Taiwan Y p—

*  Department of the Environment and Heritage

I*I mﬂﬁmum Wn&tumlf&

Australian Greenhouse Office

*Not an ENERGY STAR country partner; but works in close e E ﬁ E % rﬁ

coordination with ENERGY STAR Minisi m
MET] Tmm 2":1 Industry ¥
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2007 Communications Goals

* Increase understanding

e Raise emotional
connection

e Create successful
National Promotions



http://energystar.gov/ia/partners/promotions/change_light/images/Dandelion.jpg

2007 Communications Priorities

ENERGY STAR

 National Campaigns

g, B N
' i ENERGYSTAR‘

(@ home §

 National brand outreach

supporting all products
Aplil 22,2007

 Earth Day 2007

 Redesigned Web site



2006 Change a Light Successes: .‘

Wal-Mart

ENERGY STAR

c ] PEmTSTTTTTT T E—— e
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Save money, energy and the environment
Find more information at walmart.com/energy
Change o Light. |
Change the World.

Sarva monwy, sneeqy and the emdrmnmant

Compact Fluorescent Light Blais — ot Wal-Mart Stores How!
H;-"’ =epmbe o E——
ﬂl:@‘.ﬂ;?..laﬂlilelklﬁ ; e e l:. S

: fl Change o Light

Take the ENERGY STAR

Change a Light Pledge

Learn how to Change
~the World with
: Menards!

Goto mennrde.com or msk o
sales sasccists for dataily

edoB” 8 17

MENARDS®



National Awareness Levels:

Up to 68% (CEE DRAFT findings)

ENERGY STAR

4 Awareness of ENERGY STAR A
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--Draft results. Draft results--



ENERGY STAR Loyalty

Likelihood Recommend

% Households

ENERGY STAR

- 92%

ENERGY STAR Products (n=1,127)
10 - Extremely likely 26%
9 12%
8 15%
7 14%
6 8%
5 17%
4 2%
3 1%
2 0%
1 1%
0 - Extremely unlikely 4%
Total 100%

Source: CEE Survey 2006, Draft Findings



2007 Lighting Priorities - Marketing

ENERGY STAR

 Facilitating relationships between
program sponsors and Lol S

manufacturers

f Vi ’éb:l e
 Expanding new construction and = "\
distributor effort (California,

Colorado, Florida, Texas, Nevada,
Utah)

COMFORT. SAVINGS.
A BRIGHTER ENVIRONMENT.

What more can you ask for?




2007 Lighting Priorities —
Research/Testing

ENERGY STAR

e Continue QA 4 into second
round (manufacturer funded)

* Develop test procedures for
GU-24

— Development of LED metrics
* Life test developed (in standards)
« Under cabinet test draft developed

» Recessed/directional draft developed
e Color (complete)




ENERGY STAR

TRAINING CENTE

ENERGY STAR T
File Edit View

ng Center : ENERGY STAR - Microsoft Internet Explorer provided by ICF International
Favorites  Tools Heb

] Overview

| S o L8

Qf

wdf WWW, energystar gov/trammg/llghtlng

Partner Resources
Manufacturers
Retailers

Builderz, Lenders, Raterzs &
Sponsors of New Homes

Utiltie=/EEPS

Service & Product
Providers

Buidings & Plants
Small Businesses
Congregations

HWAC Contractors

Join ENERGY STAR

About ENER R Hews Room FAQs

BE A LEADER-CHANGE OUR
ENVIRONMENT FOR THE BETTER

Home = Partner Resources > ENERGY STAR Training Center = Lighting

ENERGY STAR
TRAINING CENTER

PRODUCTS

Search I

Lighting

Among all consumer emblems, such as the Good Housekeeping Seal and
Consumer Reports, the EMERGY STAR mark has one of the highest levels of
influence on consumer purchasing. Lighting products that have earned the
EMERGY STAR meet the government's strict eneragy efficiency criteria and save
energy without compromising on product quality and performance. They use
less energy, lowering consumers' utility bills while preventing greenhouse gas
emissions.

The links below will take you to fact sheets, retail training materials, and other
tools to help you, your staff, and your vendors communicate effectively to
consumers about the benefits of purchasing products that have earned the
EMERGY STAR. To find the right training resources, select the link that best
describes the sales channel to which your business or organization belongs.

* Showrooms

* Electrical Distributors
" Mew Construction

* Manufacturers

" Do-it-Yourself

LIS, Environmental Protection Agency - U.S. Department of Energy

ENERGY STAR [T Trers e eerore e et [LC ST

Products

« Appliances

& HVAC

« Lighting

& Home Electronics/0 ffice
Equipment

e Commercial Food Service

& Home Envelope

Campaigns
& Appliance Promotions
* Cooling: Cool Your World

& Lighting: Change a Light
Change the World

*« Home Electronics

Utilities/EEP S

e Training Overview

& Training Resources

ig] Done
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ENERGY STAR




ENERGY STAR
TRAINING CENTER

Offers turn-key and customizable
training materials for each product
category:

« Sales Presentations

* Pocket Cards

« Fact Sheets

* Industry Information (e.g., CA-T24)

e Link to Change a Light, Change the World
Campaign




2007 New ENERGY STAR Products

ENERGY STAR

 Recently completed specs
— DTAs
— Imaging Equipment
— Computers
 New specs/revisions underway
— Commercial kitchen enhancements
— Televisions
— Decorative light strings (led by NRCan)

e Server/data center Initiative




Conclusions

1) Climate change is driving legislation
— Legislation is driving investment
— Investments are seeking technologies
— Lighting technology is ready for a “revolution”

2) The State of the Brand is strong......

— New products
— Protecting the brand...... testing.....testing
— Communications are driving increased awareness

— Aggressive plans for the year

ENERGY STAR
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Thank Youl!
ENERGY STAR

ot GEORGIAAA
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A SOUTHERN COMPANY [\m MAXLiTE

C LIPA
Clean Energy Initiative
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